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menprodukpembalutwanitamereksoftex di  Semarang  adalah  untuk menganalisis kesadaran merek,
persepsi kualitas, asosiasi merek, dan loyalitas merek dan keputusan  pembelian konsumen pembalut wanita
merek Softex di Semarang.
 Sampel yang digunakandalampenelitianinisebanyak100 
respondendenganteknikpengambilansampeladalahrandom
samplingadalahsampeldiambilsecaraacakyaituindividu-individu yang ditemui yang
kebetulanditemuidanlayakdigunakansebagairespondenpenelitian. Data yang
terkumpuldianalisadenganmenggunakanregresi linier bergandauntukmengujivaliditas item pertanyaan,
rumuscronbach alphauntukmengujibesarnyapengaruhdarivariabelbebas yang diuji, uji 
tuntukmengujidanmembuktikanpengaruhsecarapersialmasing-masingvariabelbebas.Adapunhasilhipotesanya
adalah: (1.) Hasilperhitunganstatistikdengananalisisregresi linier
bergandadapatditunjukandenganpersamaanregresiY  =  -0,746 + 0,099 X1 + 0,216 X2 + 0,632 X3 + 0,117
X4Bedasarkanpersamaanregresibergandadi atas, menunjukanbahwavariabelasosiasi merek merupakan
factor  dominandalamkeputusan  danpembelian, halinidisebabkanolehkoefisienkesadaran merek  paling 
tinggi  yang  diikutiolehvariabelpersepsi kualitasdengannilaikoefisienregresi 0,216. (2.) Angka R square /
koefisiendeterminasiadalah  0,657 , haliniberarti65,7persenvariasidarivariabelbebas (kesadaran
merek,persepsi kualitas,asosiasi merek, dan loyalitas merek)
dapatmenerangkanvariabelterikatyaitukeputusanpembelian , sedangkansebesar34,3
persenditerangkanolehvariabel  lain yang ditujukandalampenelitianini. (3) hipotesis  yang 
telahdilakukandalampenelitianiniadalah  (a) kesadaran merek
berpengaruhpositifdansignifikanterhadapkeputusanpembelian. (b) persepsi kualitas berpengaruh
positifdansignifikanterhadapkeputusanpembelian. (c) asosiasi
merekberpengaruhpositifdansignifikanterhadapkeputusanpembelian.  (d)  loyalitas
merekberpengaruhpositifdansignifikanterhadapkeputusanpembelian.
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The purpose of this study with the title: Analysis of the Effect of the elements of brand equity on consumer
purchasing decisions on a case study of consumer brand of sanitary napkins softex in Semarang is to
analyze the brand awareness, perceived quality, brand associations and brand loyalty and consumer
purchasing decisions brands of sanitary napkins Softex in Semarang.
Samples used in this study of 100 respondents with a sampling technique is random sampling is a random
sample of the individuals who happen to be found and found fit for use as research respondents. The
collected data were analyzed using multiple linear regression to test the validity of question items, alpha
cronbach formula to test the magnitude of the effect of independent variables tested, the t test to test and
prove the influence of Persia in each independent variable. The results of the hypothesis are: (1.) Statistical
calculation results with multiple linear regression analysis can be indicated by the regression equation Y =
-0.746 + 0.099 X1 + 0.216 X2 + 0.632 X3 + 0.117 X4 Based on the regression equation above, indicates that
the variable of brand associations is the dominant factor in the decision and purchase, this is caused by the
coefficient of the highest brand awareness, followed by a variable with a value perception of the quality of the
regression coefficient 0.216. (2.) Rate R square / coefficient of determination is 0.657, meaning 65.7 percent
of the variation of the independent variables (brand awareness, perceived quality, brand associations and
brand loyalty) can explain the dependent variable is the purchase decision, while at 34, 3 percent is explained
by other variables addressed in this study. (3) a hypothesis that has been done in this study were (a) brand
awareness and a significant positive influence on purchase decisions. (B) perceptions of quality have a
positive and significant impact on purchasing decisions. (C) brand association has positive and significant
impact on purchasing decisions. (D) brand loyalty has positive and significant impact on purchasing
decisions.
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